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Abstract  
New generations of students enter universities every year having different needs, styles and ways of 
learning, as well as expectations of what university education has to provide. There is no denying the 
fact that universities have to provide quality education that will meet their students’ needs as well as 
help develop competencies and value attitudes that are necessary for students’ future careers. 
Therefore, it is important for university teachers to be aware of students’ needs as well as learn more 
about things that students value and believe in and expect from university studies.  There has been a 
lot of research carried out recently into different aspects of new generation of students. Many 
researchers focus on investigating different aspects of teaching new generation of students [1],[2], [3], 
[4], [5], [6]. However, there has not been much research done into new generation students’ value 
attitudes. This is important because of several reasons. Having finished their studies at universities, 
our new generation of students will enter different businesses and fill in job vacancies not only in 
national but in international labour markets as well, which means that generally speaking, in one way 
or the other, they will become responsible for shaping the future of our societies. What kind of 
contribution they will make very much depends on their value attitudes. According to the survey 
carried out in USA by N. Bell [7], it seems evident that the next generation may be expected to make 
many positive contributions to the business world. However, evidence of a similar kind of the research 
in other countries seems to be lacking. Therefore, the aim of this quantitative research was to find out 
the Lithuanian students' value attitudes and to gain insights into how they may be expected to change 
the business world. The research was carried out in 2017 and 2018 at Vilnius University. Having 
compared the research findings with the results of the above-mentioned research, it seems obvious 
that there are some similarities as well as differences in students’ value attitudes, which might be due 
to cultural differences. However, the analysis of the research data could shed some more light on 
students’ value attitudes and their stance towards their future careers and consequently, on the 
possible development of our societies in the future at large. The findings of the research might also be 
useful for the improvement of educational process at universities teaching new generation of students.  
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1 INTRODUCTION  
New generation of students are entering our universities every year and in a few years they will join 
our national and international labour markets. They are to shape the future of our society. How they 
are going to change it very much depends not only on their professional competencies gained at 
universities within the areas of their subject-specific studies, but on their value attitudes as well. 
Therefore it is necessary for university educators to learn about things that our students value and 
believe in and gain some insights into how they are going to contribute to our business world in their 
future careers.  

There has been a lot of research carried out recently into different aspects of new generation of 
students.  Many researchers focus on investigating different aspects of teaching focusing on the 
descriptive profiles of students presenting different generations and methods of teaching at different 
levels of education to the students of the latest generations [1], [2], [3], [8], [4], [5], [6], [9], [10]. Other   
scholars explore corporate social responsibility values of the students representing new generation 
[11], [12], [13]. The research of some scholars [12] examined the CSR attitudes of college students 
and the correlation of these attitudes with willingness to work for companies that emphasize CSR 
through employee Volunteerism. Their research revealed that students after the participation in Ethics 
Challenge Course have internalized the need to make the world a better place. Another interesting 
research was carried out by L. Leveson and T.Joiner [11] who explored the importance of corporate 
social responsibility (CSR) work values of millennial undergraduates. Their findings demonstrated that 
although the majority of students rated CSR values highly in the job choice scenario, a larger majority 
were willing to trade this off for greater extrinsic benefits. The research participants rated workplace 
practices to be of highest importance and environmental issues were valued the least. The authors 
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made the conclusion that more effective business programs should be designed to shape the social 
responsibility behaviours of the next generation of managers and leaders. According to M. M. Pressley 
and P. A. Kennett-Hensel’s [13] opinion today’s college students are more optimistic regarding what it 
takes to get ahead in the corporate world. According to the survey carried out in USA by N. Bell [7], it 
seems evident that the next generation may be expected to make many positive contributions to the 
business world. However, evidence of a similar kind of the research in Lithuania and other countries 
seems to be lacking. It could be stated that the research done into new generation students’ value 
attitudes seems to be relevant for several reasons. Firstly, having finished their studies at universities, 
our new generation of students will enter different businesses in national and international labour 
markets, and will become responsible for shaping the future of our societies. What kind of contribution 
they will make very much depends on their value attitudes. Therefore, the aim of this quantitative 
research was to find out the Lithuanian students' value attitudes in order to gain insights into how they 
may be expected to change our business world.  

2 METHODOLOGY 
The research was quantitative and it was carried out following the research methodology and the 
research instrument used by N. Bell’s [7] survey presented in her article How will the Next Generation 
Change the Business World? A Report on a Survey. The research instrument consisted of three parts: 
Workplace preferences, Life goals and Personal beliefs. The first part Workplace preferences focused 
on 13 statements describing one’s job preferences, which the research participants had to evaluate on 
a five-point scale starting from “very important” to “very unimportant” (5= very important, 4= important, 
3= of little importance, 2= unimportant, 1= very unimportant) concerning the research participants’ 
level of importance that they attached to the following job characteristics: job security, the boss they 
would like to work for, company being ethical, possible job benefits and perks, work style preferences, 
pay, time management, etc. The second part of the research instrument Life goals involved 10 
statements expressing one’s possible life goals, which the research participants had to evaluate on a 
five-point scale starting from “very important” to “very unimportant” (5= very important, 4= important, 
3= of little importance, 2= unimportant, 1= very unimportant) about the importance of: relationships 
with a family, being a good parent, being happy, wealthy, popular, famous in the field, making positive 
contribution to society, following moral principals, working for an ethical company, and having an 
active religious or spiritual life. The third part of the questionnaire Personal beliefs consisting of 
statements that the research participants had to express their level of agreement or disagreement with 
values and beliefs on a five-point scale starting from “agree strongly” to “disagree strongly” (5= agree 
strongly, 4= agree, 3= neither agree nor disagree, 2= disagree, 1= disagree strongly). 

The research was conducted in Lithuania in 2017-2018 at Vilnius University with the sample of 185 
students of Business (82), Physics (63), and Linguistics (40). There were 97 women and 88 men who 
participated in the research; the majority of the sample represented students from 18 to 20 years old 
(147) and the rest being above 20 years old (38). Most of them (140) were from Lithuania, while the 
rest were Erasmus students (45) studying at Vilnius University and representing different countries 
(Uzbekistan, Russia, Italy, Spain, Azerbaijan, France, China, USA, Turkey, Portugal, Georgia/ 
Sacartvelo, Lebanon). 

Descriptive statistics (frequency counts) software package SPSS (Statistical Package for Social 
Science) version 20.0 was used. 

3 RESULTS 
The research results were calculated by counting the frequencies of the research participants’   
evaluation of the level of importance of workplace preferences and life goals by calculating their 
answers. The research participants’ answers “very important”, and “important” were chosen for the 
statistical data analysis. The students’ level of agreement of disagreement with the statements 
reflecting their beliefs and values was assessed by choosing their answers of “agree strongly”, and 
“agree” for the statistical data analysis. 

3.1 Students’ evaluation of the importance of workplace preferences 
Firstly, in order to find out the respondents’ assessment of the level of importance of workplace 
characteristics they were asked to evaluate the workplace characteristics and they had to mark how 
important each statement for them was. The data presented in Table 1 below show research 
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participants’ evaluation of the level of importance of workplace preferences. It should be pointed out 
once again that only answers „very important “ and “important“ were chosen for the statistical data 
analysis in order to find out which characteristics students considered to be the most important.  

Table 1. Students’ evaluation of the importance of workplace preferences. 
 

Workplace Preferences 
 

Rank Characteristics 
 

Percentage 
1 Boss that respects me 91 
2 Job security 

 
91 

3 Boss that I respect 
 

87 
4 Clear guidance on what is expected 85 
5 Above average pay and rewards 84 
6 Collegial work environment 77 
7 Good health insurance 77 
8 Work that's fun 

 
69 

9 Ethical company 
 

66 
10 Family friendly policies and benefits 63 
11 Frequent feedback on how I'm doing 63 
12 Freedom to work how, when and where I choose 59 
13 Plenty of time off 

 
47 

It seems obvious from the above data that the majority of students considered to be “the boss that 
respects me” and “job security” to be the most important. Slightly less important were “the boss that I 
respect”. The data suggests that this generation of students needs and likes to have a clear guidance 
of what is expected from them and they also want to get an above average pay and rewards. This 
coincides with the research findings provided in Barnes & Noble College edition of Getting to Know 
Gen Z – Exploring Middle and High Schoolers’ Expectations for Higher Education (n. d.) [14] that this 
generation seems to be more financially driven then the previous generation. Collegial work 
environment was also ranked quite highly by students and good health insurance was considered to 
be of a similar importance too. The respondents expressed the view that they would like to have a 
pleasant job that is fun. It should be noted that according to the research findings  in the above 
mentioned source this generation craves an environment where they can work together, cooperate, 
share with and co-create, therefore it is understandable why they rate collegial work environment to be 
so highly important. However, working for an ethical company seemed not so very much important for 
the respondents, which is slightly different from the research findings carried out by N. Bell (2011), 
where the respondents considered working for a company that behaves responsibly as more 
important. The students placed family friendly policies and benefits as well as frequent feedback on 
their performance as relatively less important. Flexibility at work and time off seemed to be the least 
important among the other characteristics, which might be considered as an indication of this 
generation’s readiness to work hard and, as M.E.Wilson [1] states, this may signify students’ 
willingness to spend a number of hours (especially on-line) on tasks that are interesting and 
challenging for them. Besides, it could be assumed that this students’ response might be associated 
with a high unemployment rates in our country.  

3.2 Students’ evaluation of the importance of life goals 
The next step of the research was to find out the respondents’ assessment of the level of importance 
of life goals. They were asked to evaluate the statements about what they would like to achieve in 
their lives and they had to mark how important each statement for them was. The data presented in 
Table 2 below show research participants’ evaluation of the level of importance that they attach to 
different life goals. It should be  mentioned again that only answers “very important “ and “important“ 
were chosen for the statistical data analysis in order to find out which  life goals students considered to 
be the most important for them. 
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Table 2. Students’ evaluation of the importance of life goals. 

Rank 
 

Life Goals Percentage 
1 Being happy 

 
94 

2 Having a good relationship with my family 93 
3 Being a good parent 

 
93 

4 Acting with strong moral principals 83 
5 Making a positive contribution to society 67 
6 Being wealthy 

 
66 

7 Working for an ethical company 57 
8 Being famous or respected in my field 48 
9 Having an active religious or  spiritual life 25 
10 Being popular 

 
18 

It is absolutely evident that the students’ most important life goals are to be happy and to have good 
relationships with their families as well as to be a good parent. These findings are similar to N. Bell’s 
[7] survey, where the respondents chose similar life goals to be of utmost importance. Acting with 
strong moral principals and making a positive contribution to society were ranked quite highly, i.e. in 
the fourth and fifth places respectively, however, working for an ethical company was considered less 
important, which might indicate that individually they might be ready to make contributions to society, 
but they seem to lack the knowledge of what ethical business practices mean. It is interesting to note 
that the students did not consider having an active religious or spiritual life to be of great importance, 
which is consistent with N. Bell’s [7,51] research findings and the assumption that “<that the ethical 
foundations of many are separate from religion, possibly coming from their family>”. Being famous or 
popular seemed the least important life goals for the respondents.   

3.3 Students’ viewpoints of their personal beliefs 
The final part of the research dealt with the analysis of students’ personal beliefs about social 
responsibility of businesses as well as their own attitude towards ethical standards. They were asked 
to evaluate the statements by expressing their agreement or disagreement with them on a five-point 
scale starting from “agree strongly” to “disagree strongly”. The students’ level of agreement of 
disagreement with the statements reflecting their beliefs and values was assessed by choosing their 
answers of “agree strongly”, and “agree” for the statistical data analysis and interpretation. 

Table 3. Level of students’ agreement with personal beliefs. 

Rank   Personal beliefs       Percentage 
1 Businesses have a moral obligation to consider their impact on society 82 
2 Businesses have a moral obligation to consider their impact on the environment 81 
3 Businesses have a moral obligation to improve their communities 69 
4 One has an obligation to report ethical misconduct by their employer 61 
5 Businesses should be leaders in environmental sustainability 58 
6 Unethical business persons are less likely to succeed in the long run 49 
7 Unethical companies are less likely to succeed in the long run 42 
8 Realistically, I may need to lie about something significant to get ahead in business 41 
9 One needs to be a ruthless competitor doing whatever it takes to win in business 37 
10 Businesses should focus on profits more than on social or environmental concerns 35 
11 Realistically, it may be necessary to cheat a coworker to get ahead in business 24 
12 Personal ethical standards don't apply in the professional business world 20 

The data presented in the above table reveal the students’ positive attitude towards social 
responsibility of businesses and their own personal ethical standards. The students agree strongly that 
businesses have a moral obligation to consider their impact on society and the environment as well as 
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their obligation to improve communities. It might be considered as a positive result that fewer students 
expressed agreement rather than disagreement with statements about unethical business persons 
and companies which are less likely to succeed in the long run. The respondents also expressed 
disagreement rather than agreement with last four statements about having to lie, being ruthless with 
your competitors in business and other unethical behaviour. It should be noted that on the one hand, 
the students acknowledge the relevance of ethical and environmentally friendly practices of 
businesses generally, but on an individual level they seem to lack strong moral commitment to ethical 
behaviour. This might be an indication that presumably students’ values are not fully internalised and 
their moral competence should be fostered more in the process of learning at universities. According 
to the opinion of some researchers [2], [6], [5], [4], the new generation of students learn by doing, i. e. 
working through examples, therefore, it could be assumed that  education at universities should be 
more practice-oriented, more hands-on learning so that students have a more realistic view of the real 
business company work. However, in order to have a much more clearer view the of respondents’ 
individual moral commitment, more research should be carried out on a larger scale and in a more 
detailed way [15].  

4 CONCLUSIONS 
The results of the research into new generation students’ values lead to the conclusion that are in a 
way similar to N. Bell’s [7] survey, however there are some differences as well. Generally speaking, 
students may be expected to make a positive contribution to our society as they have demonstrated 
the acknowledgement of the importance of ethical and environmental business practices, they are 
willing to act according to strong moral principals, and become positively and environmentally friendly 
focused members of our society. Therefore, they might be expected, as N. Bell [7,54] puts it ”to 
demand businesses operate in a transparent and proactive manner regarding social, ethical and 
environmental concerns”. However, on the individual level the respondents  seem to value the benefits 
(above average salary, good health insurance, friendly work environment) that they might get from 
their job places more than the fact that their company is ethical. In spite of this, the respondents 
demonstrated their readiness and willingness to work hard, thus becoming a valuable asset for 
businesses. The students’ rankings of the statements about personal beliefs revealed that although 
the students acknowledge the relevance of ethical and environmentally friendly practices of 
businesses generally, on an individual level they seem to lack strong moral commitment to ethical 
behaviour. Therefore, the implication of this for educational institution could be that universities have 
to foster the development of students’ moral competence more responsibly and more actively by 
integrating the appropriate teaching/ learning methods as indicated, for instance in seminal G. Lind’s 
[15] work.    
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